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Abstract. In the framework of the project “Scaling social memory of gener-
ations in ‘historically’ and ‘newly’ industrialized cities” we have studied various 
organizations associated with commemoration work. We have interviewed 
people and have had excursions in various museums: school museums, town 
museums, local history museums, and corporate museums. All in all, we have 
visited 11 corporate museums in several cities of Ural region. Certainly, now 
the best equipped museums are corporate museums of economically booming 
plants. They are supplied with state-of-the-art equipment that allows them to cre-
ate fundamentally new expositions, change the traditional canon of the exhibition 
and storage of museum collections. Nevertheless, not all corporate museums 
follow this route, there are some which maintain traditional practices of housing 
exhibits. How do corporate museums of towns and cities of the Ural region work 
today? How would museum staff like to change their work with regard to use 
of multimedia technologies?
Keywords: corporate museums, identity, multimedia equipment, multi-
media practices, Ural region
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1. Introduction
A big city museum, especially the one situated in the tourist area, has 
its audience and, as a consequence, has resources for development. A small-
town museum often has limited resources, its audience is small and not very 
attached to it. Nevertheless, both museums are strategic centers of com-
memoration.
In our project, we have studied museums of three types: local history 
museums, museums of enterprises, and museums of educational estab-
lishments. The theory of multi-scalar scaling seems specifically relevant 
to apprehend and classify them. In small towns all museums are technically 
local, however some local history museums can go beyond the settlement 
and present a wider history of the region, corporate museums tell not only 
about the enterprise of the town, but about the lead plant (holdings, groups 
of companies, etc.), and museums of educational establishments tell not only 
their own history, biographies of their graduates, but also tell about different 
historic periods of their life (in our case, this is mostly the soviet period).
We have interviewed people and have had excursions in various mu-
seums: school museums, town museums, local history museums, and cor-
porate museums. All in all, we have visited over 50 museums in several 
towns of the Ural region and 11 of them were corporate museums. Activities 
of corporate museums have their specific features. At the same time, they 
may resonate with the town museum activities, many of our informants 
talked about their cooperation with other museums of the town. On the web 
site of the museum and exhibition center of PAO ‘Uralkali’ you can read 
the following, “It’s a reflection of the company’s history through men’s des-
tinies, through unique production, household, and antique exhibit items, 
through the use of the state-of-the-art technologies”.* On the same web site 
there is a poster of the exhibition ‘Glimpses of the War-Time Childhood’. 
This is an art exhibition of Rosalia Shcherbinina, a veteran of ‘Uralkali’, 
a painter from Berezniki and a stonecutter, dedicated to the 75th Anniversa-
ry of the Victory. A main objective of corporate museums is presentation, 
the demonstration of the advantages of an enterprise itself. It is a museum 
that welcomes guests to the enterprise and a visit to the museum is mandatory 
for new employees. And certainly schoolchildren often visit such museums. 
* Web site of  the museum and exhibition center of PAO ‘Uralkali’. Access mode: 
https://www.museum.uralkali.com/
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Thus, the museum plays the role of a carrier guidance. That is why the main 
characters of such museums are honored employees of the enterprise. Our 
paper is dedicated to the activities of corporate museums in towns and cities 
of the Ural area. How would museum staff like to change their work with 
regard to new technologies?
Certainly, now the best equipped museums are corporate museums 
of economically booming plants. They are supplied with the state-of-the-art 
equipment that allows them to create fundamentally new expositions, change 
the traditional canon of exhibitions and storage of museum collections. 
Not all corporate museums follow this way, there are some of them which 
maintain traditional practices of showcases with exhibited items, boards with 
photos and comments on them. In our interviews, we also asked what the staff 
would change in their museum, if they had all the necessary resources.
2. Objectives of Corporate Museums.  
Town History is History of an Enterprise
A concept of a museum and its exhibition activities is based on a) the spe-
cifics of a town and request for designing the town identity (culture); b) re-
gional specifics based on local history (enthusiastic researchers of their home 
area); c) an historic period with a significant series of events; d) interests 
of museum visitors of different generations, and e) local industry, includ-
ing educational establishments, production enterprises, etc. Collectively 
such a constellation of concepts should actually be a memory storage and 
exhibition place but museums have their different ways to intertwine with 
the space of small industrial towns.
Sh. Zukin remarks in his works that in big cities, as a result of gentrifi-
cation, there is a rising interest in various kinds of heritage [Zukin, 2019] 
and in this connection museums turn from ‘larders’ into drivers of economic 
growth based on a generation of new senses and flows of visitors. How true 
is it for a small town and a city? For the moment, the primary consumers 
of museum products in small towns are schoolchildren. The objective of such 
museums is to create and transfer canons of memory, ensure the identity 
of a town, a plant, a region and even a nation.
Can a corporate museum of a small town create a narrative of authen-
ticity of a place and thus attract a varied audience? According to Zukin, au-
thenticity is a “cultural form of governance of a certain territory”, a “cultural 
right to reserve for the good and all the home for all people, who live and 
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work in the town” [Zukin, 2019, 16]. The corporate museum is an integral 
part of the authentic town space of a small Ural town. Expositions show 
the history of industrialization, transformation of a town, construction 
of plants, hard work and survival during war, and the changes in the 1990s, 
when many plants stopped manufacturing. This is the history of a town told 
by corporate museums. “…first of all, the territory, where you live, is a history 
of the enterprise… the history of the town is the history of the enterprise. That 
is why you need to know the history of the enterprise in order to understand 
what the enterprise manufactured. We had some situations when children 
came from the other part of the town and there was a question —  What does 
the plant manufacture? Even the name of our plant didn’t show them that it 
manufactured paper. They could say anything, but not what it actually man‑
ufactured” (interview, museum of Solikamskbumprom).
The unique character of the museum is highlighted not only with the con-
tribution the plant made in the development of the town. The museum 
of the light railroad in Alapayevsk can justifiably count itself the most unique 
museum, the longest light railroad is still in operation there and it is used 
by tourists who visit Verkhnya Sinyachikha as well as transports everything 
necessary for living to a number of settlements.
The museum of VSMPO-AVISMA corporation includes two main 
parts. “So, there is a historical part, as we call it, and that is our history. 
There is the history of manufacturing, the history of people who worked here, 
etc. It was always like this in the Soviet times. It is partly true now. And also 
the technical part. This is our manufacturing, our equipment, our products, 
our, so to say, the main components, that we manufacture” (interview, museum 
of VSMPO-AVISMA Corporation).
The first part of the museum ensures authenticity of the plant and 
the town, highlights their unity. The museum of the corporation that man-
ufactures semi-manufactured products from titanium for the aircraft industry 
is decorated accordingly. “…we have decided to add some theatre and make 
the entry zone in the form of a cabin of an aircraft. We can see windows here. 
To the right there is the past, the pretty faraway past, in terms of the Ural 
plants… We are not Demidov’s plant, but still. The beginning of the 1930s, 
Verkhnya Salda, the view from the bell tower. And the plant… the beginning 
of the 1950s. There were potato fields, private housing. So we have decided 
like this. On the opposite side you can see the modern town and modern plant 
through the windows” (interview, museum of VSMPO-AVISMA Corporation).
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The museum is not just a demonstration of expositions; it is a restoration, 
reconstruction of past events. “It is commemoration work, it is history. I tell 
you… there are about 12 books on different topics, including war and on specific 
chapters of history of the plant. It was done with the help of our management” 
(interview, museum of VSMPO-AVISMA Corporation). The historical part 
covers an episode from the 1990s, how they solved the problem of survival. 
“The first signing of the contract of a strategic partnership with Boeing. Tetukhin 
signs. And Mr Fradkov. he wasn’t even the prime minister at the time. He was 
a minister of foreign economic relations. <…> And in 2009 a joint venture with 
Boeing was set up here in Verkhnya Salda. Cooperation with Boeing in general, 
here is the ribbon and the pen they used to sign the contract. Here’s the pen”. 
“So, this titanium suitcase or a case, as you wish, was manufactured in one 
night, it’s completely made of titanium. The case, the handles, the wheels —  ev‑
erything is made of titanium. Our managers of the foreign economic depart‑
ment ‘travelled’ with this case and offered our product”. (interview, museum 
of VSMPO-AVISMA Corporation).
The corporate museum exhibition is refilled mostly due to veterans and 
employees. It may be one of the functions of the museum to collect infor-
mation about labor dynasties, “in cooperation with the council of veterans 
and the museum we started collecting this information. We also did it through 
our corporate newsletter called ‘Bumazhnik’. We published information for 
the veterans of our plant and for the employees, so that people would feel free 
to come and talk about their dynasty” (interview, museum of Solikamskbum-
prom). We can say that in the historical part of corporate museums there 
prevail practices that originated from the USSR, they highlight the heroism 
of soldiers and war workers, pay tribute to veteran employees of the plant. 
They demonstrate the achievements of industrialization, and how the plant 
transformed the town.
The modern component is a display of products, characteristic features 
of production, which in addition to a presentation function plays an import-
ant role of occupational guidance, to catch the interest of children and teen-
agers in the plant and provide the flow of workers and specialists in future.
3. Use of Multimedia Equipment in Corporate Museums
Multimedia equipment can be installed in a local history museum, it can 
practically never be found in a school museum, but most often such innova-
tions can be seen in corporate museums. The functional tasks of corporate 
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museums differ from school and town museum. The task of a corporate 
museum is to show the history of an enterprise and its present. Multimedia 
serves as an indicator of well-being of the enterprise that can afford such 
luxury as a roaring dinosaur or an acting model of mining equipment.
There are several reasons to use multimedia equipment in a museum. 
Firstly, it helps to present widely exposition and exhibition material, an allur-
ing image stays with the audience. Secondly, information services improve, 
with audio guides replacing traditional excursion stories. The staff have more 
time to organize face-to-face meetings with visitors who want to know more 
about the work of the museum. Thirdly, information computer stands help 
visitors to study audio/video files with historical reference resources about 
various collections of the museum, which are permanently redeveloped 
[Mysheva, 2015]. Another important addition to the opportunities provided 
by multimedia equipment is the atmosphere it creates in the halls of a muse-
um, listening to pieces of music, watching old documentary films.
The following information can be found on the web site of Magnezit 
Group: “due to implementation of the project ‘From Museum of the Plant 
to Museum of Knowledge’ that received a grant of the ХIIth contest ‘Changing 
Museum in Changing World’ of the Charity Fund named after V. Potanin, 
traditional historical and cultural institutions are transformed into modern 
educational and occupation guidance centers”.* The director of the center 
is proud to speak about the transformed space of the museum. “Transform-
er-museum, mobile museum, interactive museum. It’s a small space, but we 
tried to make it multifunctional <…> Now it’s a cinema and lecture hall, in 
20 minutes it can be a workshop hall, a meeting room, a room for some other 
activities, etc.” (interview, the museum of Magnezit Group, Satka). Indeed, 
furniture in the museum is convertible, convertible chairs in the interactive 
hall can be transformed into benches or cabinet cases for exhibiting.** There 
are drawers that you can pull out and discover amazing contents, the idea 
is to make it fun for a visitor to discover what is there in the next cabinet 
case or drawer.
Certainly, such things are meant first of all for children, since they feel 
awkward in a traditional museum where it is forbidden to touch everything. 
* In Satka they prepare to open modernized museum of ‘Magnezit’ // Source —  web site 
of Magnezit Group. Access mode: http://magnezit.ru/ru/about/press/news/?id4=1002
** Renovation project of the museum ‘Magnezit’ is prepared by the architect bureau 
’KONTORA’ (Moscow), designer Dmitry Baryudin
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When many things are accessible to study, when you can hold pieces of ore 
in your hands, open many drawers, children show more interest in explor-
ing such a space. “Children like bright things”, says the director. Catching 
the interest of children and teenagers who came for the excursion, launch 
the mechanism of generation of local identity with the town and the plant 
is a clear idea that helps to implement the occupational guidance function 
of museum.
Nevertheless, such experiments are debatable in the museum community. 
Digital presentations relate differently to museum expositions. They can:
• illustrate materials and facilitate understanding;
• complement the main exhibition and create a special atmosphere 
in each hall;
• bring in game and entertainment elements [Lebedev, 2007].
Not many employees of museums and specialists in this field would 
like to change the traditional canon of museum activity: “…this memory 
typewriter called a computer, alas, has given us and museum craft almost 
nothing, but speed, and, therefore, nervous behavior of a know-all and 
a fussy dullness of shallowness Moreover, global computer applications 
have aggravated the museum paradox and the paradox about museums: for 
two centuries the museum, the storage of the original, promoted itself with 
reproduction. Digital now” [Vdovin, 2007, 40].
Understanding the museum as a sanctuary, as a storage of unique doc-
uments and objects stands against such changes. The interest that an object 
arouses is replaced with its digital image though woven into a wider and 
clearer picture that enhances the importance of the object itself. Such pre-
sentation distracts attention from core value, the object itself!
There is another point of view that a museum and things are a basis 
for a cult of rare things, a competition between museums. Thus, the latter 
turn into seekers of values and the advantage of a museum appears in its 
cost, in the amount its exhibition items cost. Development of the digital 
environment of museums will probably change this situation drastically 
in the future. “On the one hand, global, omnivorous, insatiable museumifi-
cation marks the total triumph of thingness. On the other hand, an amazing 
progress of ethereal electromagnetic flows freely floting in the air, in human 
feeling in tune with the archetypical model of all advanced religious confes-
sions, steadily testifies that the vector of the earth’s evolution is programmed 
to the forthcoming dematerialization”. [Drikker and Makoveckij, 2016, 35]
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In this discussion, corporate museums take a special place; very often 
the objects exhibited there are of value for the enterprise and the people who 
worked or who are still working there. On the web site of the Magnezit Group 
museum we can read, “we have made an emphasis not on mechanisms or 
production processes as they used to be, but on the plant’s core value that 
is the people who made it possible that ‘Magnezit’ became and still is a leader 
of the refractory industry of the country. We hope that the new museum 
will allow enhancing prestige of production and professions in demand, 
demonstrating the most important role of the state-of-the-art technologies 
and education”.*
The museum of PAO ‘Uralkali’ in its advertisement offers 5 exhibitions, 
two of them are associated with the 75th Anniversary of the Victory, these are 
‘Glimpses of the War-Time Childhood’ and ‘Battle-Field Album’ —  an exhi-
bition of retro photos of the Great Patriotic War. Another exhibition called 
‘Enchanted Minerals’ is an exhibition of minerals from the private collection 
of Tamara and Alexander Dupin, veterans of Uralkali and geologists. Another 
completely interactive exhibition called ‘Following the Path of Discoveries 
and Challenges’ is dedicated to the 95th anniversary of the Verkhekamskoye 
salt deposit. And the last one called ‘New Year Hand Made’ is an exhibition 
of creative works of Uralkali employees from the series ‘World of Hobbies’.** 
“It’s a reflection of the company’s history through the lives of people, through 
unique exhibit items of production, household, and antiques, through the use 
of the state-of-the-art technologies”, we read on the web site of the museum.***
Emphasis on the activities of people, on the history of  the  enter-
prise, leads to the fact that such different museums as PAO ‘Uralkali’ and 
‘VSMPO-AVISMA’ mostly hold to the traditional canon of an exhibition, 
reconstructing the history of the plant and its present, despite differences 
in equipment. The museum of ‘VSMPO-AVISMA’ does not have such abun-
dant technological infrastructure as the museum of PAO ‘Uralkali’ does. 
Besides the roaring dinosaur, we can see an operation of the complex ‘Ural’, 
the process of salt production. An interactive exhibition can help to demon-
strate equipment’s operations. Still, many museums focus on making models 
that show components and the operation of actual equipment.
* In Satka they prepare to open the modernized museum of ‘Magnezit’ //Source —  web 
site of Magnezit Group. Access mode: http://magnezit.ru/ru/about/press/news/?id4=1002
** Web site of museum PAO ‘Uralkali’ https://www.museum.uralkali.com/berezniki-events
*** Web site of museum PAO ‘Uralkali’ https://www.museum.uralkali.com/
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The museum of the paper-making plant ‘Solikamskbumprom’ is decorat-
ed in the ‘old photo album’ style.* The whole history of the plant is presented 
on high-quality boards, there are a lot of photos and copies of documents. 
New employees come to the museum and bring their children. Such a format 
is good for veterans. “…I thought we are not that modern and probably this 
is our disadvantage, but it turned out that it’s a great advantage due to face‑
to‑face communication, and these photos. <…> So there was positive feedback 
as well <…> That’s why I said that I would have left this part as it is to have 
this face‑to‑face communication and put our veterans in this atmosphere” 
(interview, museum of AO “Solikamskbumprom”).
When we asked how the museum might change if there were all the nec-
essary resources, they answered that they would have made models for chil-
dren to illustrate key points of manufacturing. “I wouldn’t change anything 
here, but if we were allowed to expand our territory, I would have organized 
some activities for children. Something modern to arouse children’s interest. 
I would like these models to operate, work <…> Then, children will show more 
interest in paper making. We need to surprise them by newsprint production. 
They are kept out of the industrial site, only students and graduates can go 
there. As an occupational guidance. Younger children are kept out. It’s very 
difficult to tell them about newsprint production and it is shown only in photos”. 
(interview, museum of AO “Solikamskbumprom”).
4. Results and Discussions. Types of Corporate Museums
Based on a museums’ interest in attracting both future employees and 
consumers, they become a kind of exhibition center that demonstrates the ca-
pabilities of a plant and offers fine content to their visitors. In this respect, 
the museum of Magnezit Group is outstanding with its creative approach 
to organizing its work. The magnetism of a museum, its capability to attract 
an audience depends on various agents that expand the memory space of their 
national and sociocultural community. In Satka, a town of international 
street art, which is not afraid of experiments, such an interactive museum, 
a transformer-museum, blends seamlessly with the environment.
The museum of PAO ‘Uralkali’, despite all its technical capabilities, still 
holds to the traditional canon, the most important thing is people, their 
* One of the names from the classification of N. V. Veselkova, Candidate of Social 
Sciences, participant of the research project.
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memories, personal belongings that reflect the events of the past. Multimedia 
equipment in this case is more of a tribute to fashion, an indicator of econom-
ic well-being of the enterprise. The history of the plant and history of the town 
are bounded together, and evidence of this unity are shown in glass show-
cases. However, the museum of ‘VSMPO-AVISMA’ demonstrates rare and 
unique exhibit items, such as the first titanium ingot or a titanium case, which 
helped to secure the future of the enterprise. Old railroad trains, diesel-pow-
ered locomotives and other machinery of the Alapayevsk light railroad are 
no less unique. There is an old locomotive TU2 at the entrance checkpoint 
resting on a plinth to celebrate the 90th anniversary of the Alapayevsk light 
railroad in 1988.
These exhibit items are of value for the employees of the plant, especial-
ly veterans, because they have spent most of their life next to these things. 
Such exhibit items can also be of interest for schoolchildren. The question 
is will they help in the formation of identity with the town, will they ensure 
the authenticity of the place —  the town and the enterprise?
5. Conclusions
The concept of a corporate museum, its exhibition activity today, rests 
mostly on the specifics of an enterprise and a town, at least the museum 
endeavors to design a joint identity of a town-plant in the past, present, 
and preferably in future. A corporate museum also takes into consideration 
regional specifics from the point of view of manufacturing. In Zlatoust one 
may hear many stories about the invention of damask steel. Visitors of this 
museum are told that in this city in the beginning of the 19th century Pavel 
Anosov recreated the lost technology of the legendary steelmaking. Corporate 
museums show all characteristic features of the historic period of industrial-
ization, if a town is new, and, in addition, specifics of arts and crafts, if a town 
has a longer history. Corporate museums endeavor to meet the interests 
of consumers of museum memory of different generations. Today the mu-
seum of AO “Solikamskbumprom’ as an ‘old photo album’ is more attractive 
for veterans, employees who were a part of labor dynasties, and people, who 
can come and see moving moments of the past, look through old photos. 
Technical innovations, multimedia equipment and models demonstrating 
operations of the manufacturing equipment are meant for the plant product 
consumers and young generation as future employees and specialists.
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In our view, the importance of multimedia practices in museum activities 
depends not only on the capabilities of the enterprise to equip the museum or 
on the museum management’s wish to make applications and get grants for its 
development. It depends on the canon, traditional practices of the museum 
focused on certain consumers of the museum’s work. Multimedia equipment 
can help to demonstrate in a more fascinating way some episodes from 
the past, creating a special atmosphere, but it distracts attention from the im-
portant things, from the exhibit item itself, from the thing, from the actual 
evidence of the past, from something that is meant to arouse admiration and 
respect in accordance with the museum canon.
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